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Abstract 
The article endeavours to explain approaches to strategic communication by chief executive officers (CEOs) and other 
executives. A CEO’s good communicative capabilities can have a positive impact on both corporate reputation and the efficiency 
of the organization as such. Supporting the reputation of the company through appropriate CEO communication should be a key 
goal of communication professionals in large companies as well as in small and medium-sized enterprises (SMEs). This article 
uses data from the European Communication Monitor (ECM), which is a unique and largest transnational survey on 
communication management. The critical overview of this survey, carried out among communication professionals in the Czech 
Republic, describes the Czech approach to CEO strategic communication, and may be an inspiration for SMEs in the Czech 
Republic. 
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1. Introduction 
The aim of strategic communication is to support ‘organisational goals and drives corporate value’  (Zerfass et al. 
2013:7). The management of communication processes in Europe has been strongly institutionalized over the past 
few decades, and a collective pattern of communication has created a demand for professionals who are involved in 
internal and external communication (Verhoeven et al. 2011:95). In commercial, governmental, public or non-
governmental organizations, communication professionals are essential to decision-making and strategic planning. 
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The development of strategic communication is important for small and medium-sized enterprises (SMEs) as well. 
Moreover, ‘small and medium-sized enterprises, especially in the Czech Republic, have big shortcomings in strategy 
making and planning’ (Koudelková; Orban 2013). 
Organizational communication is mostly described as public relations. Nevertheless, we also encounter terms like 
communication management, corporate communication, integrated communication or strategic communication as 
well (Verhoeven et al. 2011:96). I will use the term strategic communication in this paper. 
Research on strategic communication is rapidly developing field of study (Hallanah et al. 2007, Moreno et al. 
2009, Moreno et al. 2010, Verhoeven et al. 2011, Zerfass et al. 2013). Many recent research papers in the field of 
strategic communication or public relations have been focused on international comparison. One of the distinctive, 
long-term research projects is called the European Communication Monitor (ECM). The ECM was organized for the 
seventh consecutive time in 2013, and conducted the most comprehensive research in communication management 
and public relations worldwide, with 2,710 participating professionals from 43 countries. The Czech Republic was 
one of the countries. 
There are a few articles about the development of strategic communication in the Czech Republic (for example, 
Savitt 2001, Kasl Kollmannová; Orban 2013, Kollmannová 2013). Nevertheless, comprehensive comparison of the 
state of strategic communication both in the Czech Republic and abroad is lacking. This paper therefore focuses on 
the state of Czech strategic communication in international comparison. The research is based on data from the 
ECM 2013. The main focus of the work is on strategic communication in relation to CEOs, which means that the 
following research questions need to be asked: 
RQ1: What are the most important factors in relation to a CEO for the overall success of an organization in the 
Czech Republic and abroad? 
RQ2: What are the most important competencies of a CEO in the Czech Republic and abroad? 
RQ3: In what communication situations is a CEO’s reputation the most relevant? 
2. The research context and methods used 
The ECM is a long-term international project for research on communication management, which is conducted 
by a group of experts led by Professor Ansgar Zerfass at the University of Leipzig.  
It is organized by the European Public Relations Education and Research Association (EUPRERA), the European 
Association of Communication Directors (EACD), and Communication Director magazine. 2,710 communication 
professionals from 43 countries replied to a questionnaire focused on five key areas: the personal characteristics of 
communication professionals (demographics, education, job status, professional experiences); features of the 
organization (structure, country); attributes of the communication function; the current situation of strategic 
communication (Zerfass et al. 2013:9). 
The questionnaire consisted of 39 questions divided into 18 sections. 43.2 per cent of the participing respondents 
work as communication managers or CEOs in a communication consultancy. 28.4 per cent are responsible for a 
single communication discipline or are unit leaders, and 22.5 per cent are team members or consultants. 
74.8 per cent of the respondents worked in communication departments in joint-stock companies, private 
companies, governmental, private, political, or non-profit organizations. 25.2 per cent of the respondents are 
communication consultants working freelance or for agencies and consultancies  
Most respondents (35.3 per cent) are based in western Europe, followed by northern Europe (26.2 per cent), 
southern Europe (24.5 per cent), and eastern Europe (14.1 per cent). The Czech Republic is included in the last-
mentioned group (Zerfass et al. 2013:11). The east European region also included countries which are usually not 
considered at all: Armenia, Bulgaria, the Czech Republic, Georgia, Hungary, Poland, Romania, Russia, Slovakia, 
and Ukraine. This region provided 381 of the answers of the communication professionals. There were 68 
respondents from the Czech Republic, that is, 2.5 per cent of all respondents in the research. 
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3. CEO strategic communication 
Supporting the good image of an organization’s highest representatives is often a key aim of communication 
professionals. The symbolic power of the CEO can have positive effect on corporate reputation, organizational 
effectiveness, even the managing of crisis situations. That is why appropriate  strategic communication and 
positioning of the highest representatives are so important (Zerfass et al. 2013:17). 
The ECM research showed that communication professionals perceived these factors as the most important for 
the overall success of an organisation: (n=2,027, claims 1, 2, 3, and 4; n=1,863, claims 5, 6, 7, 8, and 9) 
• a CEO’s communication skills in interpersonal and small group settings  (92.9 %) 
• a CEO’s communication skills when addressing the mass media and large audiences  (92.5 %) 
• a CEO’s personal reputation (89.7 %) 
• a CEO’s knowledge of strategic communication (83.7 %) 
• positioning of the CEO  (76.9 %) 
• positioning of other executives  (65.6 %) 
• specific communication instruments of the CEO  (58.6 %) 
• the specific communication strategy for the CEO  (57.1 %) 
• monitoring a CEO’s reputation  (55.3 %) 
In the Czech Republic, communication professionals perceived these factors as the most important for the overall 
success of an organization: (n=29, claims 1, 2, 3, and 4; n=25, claims 5, 6, 7, 8, and 9) 
• a CEO’s communication skills when addressing the media and large audiences (89.7 %) 
• a CEO’s personal reputation (89.7 %) 
• positioning of other executives (89.3 %)  
• a CEO’s communication skills in interpersonal and small group settings (82.8 %) 
• a CEO’s knowledge of strategic communication (82.8 %)  
• positioning of the CEO (82.1 %) 
• a specific communication strategy of the CEO (64 %)  
• specific communication instruments of the CEO (61.5 %)  
• the monitoring of the CEO’s reputation (60.7 %)  
The comparison of the overall ECM results and the results specifically of the Czech Republic showed that Czech 
communication professionals perceived a CEO’s communication capabilities as a less important factor. They 
perceived the CEO’s and other executives’ positioning as a much more important factor. Comparing the countries 
revealed that the CEO’s positioning is the most important in the United Kingdom, Austria, Germany, the Czech 
Republic, and Denmark. 
The ECM results allow one to make comparisons among regions as well. Here is a graph based on data from 
neighbouring countries.  
      Table 1. A CEO’s strategic communication for selected countries  
 Germany Austria Poland Czech Republic 
CEO’s personal reputation 87.6% 90.7% 93.3% 89.9% 
CEO’s communication skills in interpersonal and small group settings  94.2% 96.5% 88.9% 82.8% 
CEO’s communication skills addressing the media and large audiences 90.1% 90.7% 97.8% 82.8% 
CEO’s knowledge of strategic communication 82.6% 79.1% 86.7% 82.8% 
n 121 86 45 29 
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Positioning of the CEO 84.3% 85.4% 75% 82.1% 
Positioning of other executives 76.3% 65.9% 54.3% 89.3% 
Specific communication strategy of the CEO 70.8% 53.6% 56.4% 64% 
Specific communication instruments of the CEO 57% 47% 59% 61.5% 
Monitoring the CEO’s reputation 65.8% 56.3% 60% 60.7% 
n 111 80 30 25 
Note: Answers on a scale of 1 to 5; considered answers 4–5. 
 
The graph reveals the different emphasis on different factors of a CEO’s strategic communication in the selected 
countries. A CEO’s personal reputation is perceived as an important factor by communication professionals 
especially in Poland, and less so in the Czech Republic.   
Communication professionals in the Czech Republic saw a CEO’s communication skills as less important than 
did such professionals in the other mentioned countries. At the same time, they considered a CEO’s knowledge of 
strategic communication to be relatively important. 
Czech communication professionals placed great emphasis on positioning of the CEO and even more on 
positioning of other executives. In Poland, for example, positioning of other executives is perceived as much less 
important. 
Many communication professionals endeavour to emphasize selected competences of the CEO by means of 
positioning. The ECM results reveal the relative importance of each single of the CEO’s competence according to 
communication professionals: (n=1,444) 
• a CEO’s functional competencies (having the skills to accomplish the job; being capable)  (32.5 %) 
• a CEO’s ethical competencies (holding personal and professional values; being responsible)  (28.4 %) 
• a CEO’s cognitive competencies (possessing relevant knowledge; being intelligent)  (26.5 %) 
• a CEO’s personal competencies (behaving appropriately; being smart) (12.7 %) 
In the Czech Republic, communication professionals perceived these s competences of a CEO as the most 
important: (n=21) 
• a CEO’s cognitive competencies (possessing relevant knowledge; being intelligent)  (33.3 %) 
• a CEO’s ethical competencies (holding personal and professional values; being responsible)  (28.6 %) 
• a CEO’s functional competencies (having skills to accomplish the job; being capable) (23.8 %) 
• a CEO’s personal competencies (behaving appropriately; being smart) (14.3 %) 
A comparison of the overall ECM results and the results specific to the Czech Republic revealed that Czech 
communication professionals perceived a CEO’s functional competencies as a less important factor, while 
perceiving the CEO’s cognitive competencies and his or her ethical competencies as much more important.  
The ECM results allow a comparison amongst neighbouring countries the Czech Republic. Here is a graph based 
on data from these countries. 
         Table 2. Emphasis on a CEO’s competencies in selected countries  
 Germany Austria Poland Czech Republic 
The CEO’s functional competencies 34.4% 29.9% 31.3% 23.8% 
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The CEO’s personal competencies  16.7% 14.9% 12.5% 14.3% 
The CEO’s cognitive competencies 26% 32.8% 25% 33.3% 
The CEO’s ethical competencies 22.9% 22.4% 31.3% 28.6% 
n 96 67 32 21 
Note: Answers on a scale of 1 to 5; considered answers 4–5. 
 
The graph reveals the different emphasis on various competencies of a CEO in the process of positioning in 
selected countries. A CEO’s functional competencies are perceived as an important factor by communication 
professionals in Germany. In the Czech Republic, this factor was the least important among the countries considered 
in the research. Czech communication professionals placed great emphasis on a CEO’s cognitive competencies. 
Relatively often, they mentioned ethical competencies as well. 
The ECM results show the opinions of communication professionals in situations where a CEO’s reputation is 
the most relevant to the overall success of an organization: (n=1462) 
• Public and community relations (with journalists, critics) (22.4 %) 
• Political communications (with governments, authorities) (21.1 %) 
• Internal communications (with employers, unions) (20.5 %) 
• Financial communications (with banks, investors) (15.5 %) 
• Crisis communications (with many stakeholders) (11.6 %) 
• Marketing communications (with sellers, customers) (8.8 %) 
In the Czech Republic, communication professionals had various perceptions of the importance of 
communication situations when a CEO’s reputation is the most relevant: (n=22) 
• Public and community relations (with journalists, critics) (27.3 %) 
• Political communications (with governments, authorities) (22.7 %) 
• Internal communications (with employers, unions) (18.2 %) 
• Financial communications (with banks, investors) (13.6 %) 
• Marketing communications (with sellers, customers) (13.6 %) 
• Crisis communications (with many stakeholders) (4.5 %) 
A comparison of the overall ECM results and the results specific to the Czech Republic reveals considerable 
similarities amongst them. Czech communication professionals perceived only crisis communications as less 
important factor than the others.  
The results of a comparison among countries in the region is illustrated the following graph based on data from 
the selected countries.  
              Table 3. Emphasis on a CEO’s reputation in communication situations in selected countries        
 Germany Austria Poland Czech Republic 
Marketing communications 14.3.% 15.5% 3.2% 13.6% 
Financial communications 18.4.% 5.6% 19.4% 13.6% 
Internal communications 19.4.% 21.1% 19.4% 18.2% 
Political communications 27.6% 28.2% 32.2% 22.7% 
Public and community relations 10.2% 23.9% 12.9% 27.3% 
135 David Klimeš /  Procedia - Social and Behavioral Sciences  175 ( 2015 )  130 – 136 
Crisis communications 10.2% 5.6% 12.9% 4.5% 
n 98 71 31 22 
Note: Answers on a scale of 1 to 5; considered answers 4–5. 
 
A comparison of the overall ECM results and the results specific to the Czech Republic reveals that Czech 
communication professionals perceived a CEO’s good reputation as important to public and community 
communications, especially with journalists. By contrast, they saw a CEO’s good reputation as relatively less useful 
in crisis communications.  
4. Discussion and conclusions 
The research based on data from the ECM show the same specific features in strategic communication in relation 
to a CEO in the Czech Republic. The first research question asked: What are the most important factors in relation 
to a CEO for the overall success of an organization in the Czech Republic and abroad? The comparison revealed a 
specifically Czech approach to the role of a CEO in strategic communication. Czech communication professionals 
perceived a CEO’s communication capabilities as a less important factor in comparision  both with all respondents 
and with respondents from the region. By contrast, a very important factor is positioning of other executives (the 
overall result was 65.6 %, and in the Czech Republic 89.3 %). Even in comparision with countries in the region, 
there was a clear exclusiveness (for example, only 54.3 % in Poland). 
The results reveal a need for further research in this field. For the time being, it is possible only to put forth the 
hypothesis that in strategic communication Czech communication professionals strongly prefer the factor of how the 
CEO is perceived, assessed, and approached by potential clients. 
For appropriate positioning, it is important to choose the priority competencies of a CEO. Consequently, the 
second research question asked: What are the most important competencies of a CEO in the Czech Republic and 
abroad? A comparison of the overall ECM results and the results specific to the Czech Republic reveals that Czech 
communication professionals perceived a CEO’s functional competencies as a less important factor. They perceived 
a CEO’s cognitive abilities and his or her ethics as much more important. That is true even of the comparison 
amongst the countries of the region. It is not possible to state an unequivocal result, but it is possible to formulate 
the following hypothesis: for positioning in the Czech Republic, the most important thing was considered the ability 
to adapt cognitively to situations. 
After strategic communication and positioning came the matter of a CEO’s reputation and its usage. 
Consequently, the third research question asked: In what communication situations is a CEO’s reputation the most 
relevant? 
In the overall ECM results and the results specific to the Czech Republic, communication professionals replied 
that public and community relations are the most important, especially with journalists. By contrast, Czech 
communication professionals saw a CEO’s good reputation as relatively less important in crisis communications, 
even in a regional comparison.  
This paper sought to formulate and confirm specifically Czech features in strategic communication in relation to 
a CEO. The results of the research, it is hoped, will be useful for further research amongst SMEs in the Czech 
context and in regional comparison.  
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